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CRITICAL ISSUES 
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Source: https://www.industrydocuments.ucsf.edu/docs/gmcy0004 



ALPINE 

CRITICAL ISSUES 


PRICE COMPETITION 


• Alpine disadvantaged on pre and post coupon basis 
through July 1992 

- USP negated 

• Decline in couponing activity 

- incidence declining since April (Rapidfact) 

- RTD’s report pack support discontinued 

- FSF utilizing less than 100% of support monies 

• BW/PL Menthol distribution & share growth 

- convenience trade class 


Source: https://www.industrydocuments.ucsf.edu/docs/gmcy0004 
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MERCHANDISING 


ALPINE 

CRITICAL ISSUES 


• Losing Retail presence 

vtd 7/91 vtd 7/92 diff 

s.o.v.i. 1.34 1.15 -0.19 

dist. 83% 80% -3pp 

• Retail masters principles in conflict with Alpine gains 

- total category management emphasizes top PV brands only 

- BW/PL emphasis 

• Displacement of BV and AV displays 

- 30,000+ BV displays 

- all AV 

• Limited promotion activity versus prior years 

1989 - 8 1990 -7 1991 - 5* 1992 - 2 (3 urban) 

Cancelled 4Q for Mediums 


Source: https://www.industrydocuments.ucsf.edu/docs/gmcy0004 
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ALPINE 

CRITICAL ISSUES 


C-STORES 


• Greatest 

volume, share 


AlDine 


% 

VS '91 

share 

0.52 

-0.28 

vol con't 

38% 

-5.4pp 

vol chg 

--- 

-30% 

s.o.v.i. 

1.16 

-0.43 

dist. 

81% 

-4pp 


^Volume contribution 
Nielsen YTD July 


and distribution losses 

PV Menthol BW/PL 


% 

VS '91 

%_ 

6.00 

+0.65 

2.09 

45% 

+3.7pp 

52% 

— 

+23% 

— 

9.29 

+0.56 

1.57 


Menthol 
vs'9i 
+1.04 
+7.0pp 
+ 114% 
+0.71 


Source: https://www.industrydocuments.ucsf.edu/docs/gmcy0004 



ALPINE 

CRITICAL ISSUES 


2041411337 


BRAND AWARENESS 

• Requires retail and/or marketplace presence 

- awareness leads to trial (Millward Brown, Inc. (MBI)) 

• Low level of awareness compared to other Menthol brands (MBI) 

• Not particularily likely to be seen as lower priced by PV smokers 
(MBI) 

- image profile: lower priced and offering coupons/special 
deals less than what is expected 

• Relatively low association with attributes considered important 
(Prime Prospect Study) 

- available everywhere 


Source: https://www.industrydocuments.ucsf.edu/docs/gmcy0004 



ALPINE 

CRITICAL ISSUES 


FSF SUPPORT 

• Discount Brands are lower priorities 

• Easier to work BASIC than branded discount product 

• Limited "air time" with regard to retail activity 

• Dimished coupon activity 

CONSUMER DYNAMICS 

• Alpine share of Salem outswitching half of 1990 levels 

• Alpine displaced as preferred alternate purchase among 
Salem smokers 


Source: https://www.industrydocuments.ucsf.edu/docs/gmcy0004 



2041411339 


ALPINE 1993 


LONG TERM GOAL 


• Provide incremental volume by sourcing competitive Menthol 
smokers - primarily Salem 

• Contribute to the growth of PM Menthol business 


BRAND POSITIONING 


• To Salem smokers, Alpine is the preferred alternative that delivers 
fresh Menthol taste at a compelling savings 


BRAND PERSONALITY 

• Alpine is a sensible, cool and fresh Menthol 


Source: https://www.industrydocuments.ucsf.edu/docs/gmcy0004 



ALPINE 1993 
OBTECTIVES 


BUSINESS OBJECTIVES 

• Unit sales: 2.6 billion (+8.5%) 

• Nielsen share: 0.70 

• W.E.D.: +5pp (71%) 

TRADE CLASS OBTECTIVES 

• C-Stores 

- restore SDI to 100 

- retain distribution +9pp (75%) 

• Supermarkets 

- maintain volume 

- increase Nielsen share to 0.9 


Source: https://www.industrydocuments.ucsf.edu/docs/gmcy0004 



ALPINE 1993 
OBIECTIVES 


GEOGRAPHIC OBJECTIVES 

• SDI in key markets 140 


CONSUMER OBIECTIVES 

• Restore Alpine position as preferred alternative to Salem smokers 


Source: https://www.industrydocuments.ucsf.edu/docs/gmcy0004 



ALPINE 1993 

STRATEGIES & IMPLEMENTATION 


PRICE POSITION 

• Price subsidy support - Couponing 

- maintain price gap versus Salem 

- competitive with branded discount Menthols 

- flexibility to pulse price promotions 


- assume 65% volume coverage in mainstream outlets 
and 85% in mega volume outlets 


first half 1993 second half 1993 

mainstream outlets (82%) $3.00 $4.00 

mega volume oulets (18%) $4.00 $5.00 


Source: https://www.industrydocuments.ucsf.edu/docs/gmcy0004 



ALPINE 1993 

STRATEGIES & IMPLEMENTATION 


OFFENSIVE STRATEGY 


• Target Salem smokers - reinforce Alpine position as 
preferred alternative 

- to the consumer 

- to the FSF 

REGIONAL MARKETING 


• Capitalize on Menthol & PV strengths and Salem vulnerability 

• Key market focus 

• Integrated marketplace blitz - second trimester 

• Utilize Retail Direct Marketing (RDM) 

- micromarket Alpine 

- streamline FSF efforts 


Source: https://www.industrydocuments.ucsf.edu/docs/gmcy0004 



ALPINE 1993 

STRATEGIES & IMPLEMENTATION 


RETAIL PROGRAMS 


• Continued emphasis on trial & continuity 

- pack focus 

- offensive 


• Utilize Micromarketing (RDM) to target placements 

- store lists of high PI stores for Salem and Alpine 

- Streamline FSF workload 


• Continue efforts in Metro markets 

- generate trial 

- distribution & visibility 


Source: https://www.industrydocuments.ucsf.edu/docs/gmcy0004 



ALPINE 1993 

STRATEGIES & IMPLEMENTATION 


20414113^5 


DIRECT MARKETING 

• Target Salem smokers for trial & conversion (offensive) 


• Develop brand loyalty among Alpine smokers (defensive) 


• Concentrate mailings in key markets 

- utilize RDM to generate names in key markets where database 
has relatively low quantities of names 


• Develop Retail tie-in programs 

- utilize RDM to target stores for listing in direct mailings to 
markets with high concentration of Alpine direct recipients 


Source: https://www.industrydocuments.ucsf.edu/docs/gmcy0004 
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ALPINE 1993 

STRATEGIES & IMPLEMENTATION 


MEDIA 


• Generate brand awareness 

- OOH 

- in/near store 

• Concentrate placements in key markets 

- utilize RDM to target placements in high PI Salem/Alpine 
areas within key markets 


• Media delivered consumer offers (FSI) 

- generate trial & repurchase 

- key market focus 

- name generation 


Source: https://www.industrydocuments.ucsf.edu/docs/gmcy0004 
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ALPINE 1993 

STRATEGIES & IMPLEMENTATION 


OFFENSIVE POS MENU 

• Clearly communicate Alpine proposition to Salem smokers 

• Key market focus 

- use RDM to target stores for placement 

FSF DIRECT 

• Educate FSF about Alpine positioning and ability to source 
incremental business for PM 

• Generate interest in promoting Alpine 


Source: https://www.industrydocuments.ucsf.edu/docs/gmcy0004 



ALPINE 1993 

STRATEGIES & IMPLEMENTATION 


CREATIVE 


• Copy exploration 

- better way to communicate Alpine proposition 

- replace "Refresh for Less" 


• OOH Creative 

- improve branding 

- communicate proposition 

- enhance Menthol cues 


Source: https://www.industrydocuments.ucsf.edu/docs/gmcy0004 



